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[bookmark: _Toc88819941]Introduction
This essay is to focus on development of a marketing strategy which will include an annual, quarterly, or monthly marketing plan. This will find new ways to keep guests interested in its brand and help it reach its goals. The Little Nell hotel located on the southern outskirts of Aspen is a sample chosen for report and will show how they attract new customers after COVID-19. 

 This site is considered as child-friendly hotel along with all modern facilities such as a gas fireplace, minibar, and flat-screen television, allowing you to relax and unwind even if you won't be spending much time inside (Pike, 2015). They also gave the hotel's customer service two thumbs up, as they do at sister property The Little Nell, and stated the hotel's personnel was among the finest they'd ever met. 

[bookmark: _Toc87692474][bookmark: _Toc88819942]Marketing Mix
The Marketing Mix for The Little Nell is given below:
Product
Even though details may take many forms, they are treated as if they are the only thing that counts. Vast Shot's vast array of amenities ensures that no two visitors are the same, providing a pleasant setting for them a top priority (the longest ski run at Snowmass and in Colorado). It doesn't matter whether it's for your comfort and amusement or your family and pets; The Little Nell’s Concierge service can handle it all. Most of them are free and will be made accessible as promptly as possible, no matter how busy things become (Cooper, 2020).

Figure: Marketing Mix of The Little Nell
Source: (Self-made)
Place
Just a few feet from the Silver Queen Gondola, the hotel has exceptional ski-in/ski-out access to Aspen Mountain (Mahmoud, 2018). Aspen's shopping, dining, and entertainment choices are all within a few blocks of the hotel.
Price
A double room costs $750 (£607) during the low season (summer), and $1050 (£849) during the high season (autumn) (winter). Breakfast goods are not included in the price, which starts at $11 (£9) per person. Wi-Fi is supplied at no cost.
Promotion
To attract the customer, The Little Nell uses Facebook, Messenger, Instagram and WhatsApp as marketing strategies.  Trying a variety of methods to keep members engaged, but with little success (Mahmoud, 2018). Covid's impact on event revenue and the need to find other sources of promotion. Due to the absence of a single, consistent voice, members find it difficult to connect with the brand. 
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A SWOT analysis will describe the Strength and weaknesses of The Litlle Nell hotel.
	Strength
Customers are drawn to the Little Nell hotel due to its high level of customer care.

People may believe that hotels are safe locations to stay when away from home (Abadi et al., 2020).

They provide a place for everyone to relax and recharge from the stresses of work and life.
	Weakness
A little car parking space is a weakness for The Little Nell.

There is no telephone on the outside of the hotel room (Cooper, 2020).

	Opportunity
The location of The Little Nell hotel is the centre of the of Aspen;

It can easily draw the attention of customers as it is a chain hotel;
Promote as a connection point with Montenegro (Pesce et al., 2018). 
	Threats
There is a huge competition and it’s not easy to be stable in the market.

due to the COVID-19, there is a very negative impact as it has stopped the total hotel industry.

Infrastructure has a significant value of a hotel’s around.
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A PESTEL analysis will describe The Little Nell hotel’s microenvironment that has a significant influence on this firm.
To achieve cost-effectiveness, cultural collaboration, and employee efficiency, The Little Nell must acquire additional brands in politically stable areas which will help achieve these goals (Thabit and Raewf 2018). Terrorist attacks on tourist destinations, hotels, and visitors can harm hotel operations.

Political
The Little Nell is one of the world's most well-known hotel brands. The capacity of a hotel to deal with foreign political climates is dependent on the stability of the nation in which it operates (Rantala et al., 2019). If a nation is insecure, tourists and business visitors would avoid it, which will reduce hotel earnings.
Economic
To start a business there should be a study on the economy of the country as the economic challenges have an indirect and direct impact on the hotel business. Although these characteristics are difficult for a company to control, they have a direct impact on revenue (Thabit and Raewf 2018). Also interest rates are low in various nations because of COVID-19, which encourages investors to invest in certain sectors.
Social
International tourists are familiar with the Little Nell hotel brand. Consumer habits, demographics, population growth rates, culture, and gender ratios are all social elements that influence hotel financing. Many individuals are afraid of social contact as a result of COVID-19 and prefer to remain at home.

Technological
In today's competitive world, technology is continually improving. To stay ahead of the competition, no organization can afford to ignore these components (Thabit and Raewf  2018). To boost its consumer value offer, The Little Nell hotel's technology must be updated.

Legal
The laws and regulations of the nation in which the hotel operates have a considerable influence on its operations. To avoid government or non-governmental organization intrusion in its everyday operations, the hotel should follow all applicable regulations, including those impacting its employees, customers, and other stakeholders (Rantala et al., 2019). Concerns about politics and the law are intricately interwoven. To comply with local regulations, the Little Nell hotel chain must perform research on local laws in each country where it does business.
Environmental
The general people are becoming increasingly aware of the need for environmental conservation. They keep a careful eye on firms to see whether they are using suitable waste management procedures and taking initiatives to help the environment (Rantala et al., 2019). Hotel operations are often blamed for hurting the environment. As a result of global warming, The Little Nell hotel company faces significant environmental issues.
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There are several areas of the hotel's service, which are detailed in the following list. Customers need to understand what's in it for them, and how the hotel's service will benefit them directly (Lisna et al., 2018). Focus on the outcome, provide ongoing support, solicit feedback, and build a customer community consistently. Offer Improving the facility is the manner through which The Little Nell provides added value to the customer.
Customers will benefit from this engagement since they will get more premium services and a more home-like experience, which is something that every human expects (Desai, 2019). Individuals who travel through a town have a greater attachment to the place where they are passing through. Existing customers will also benefit from some great premium deals. 
The lodging establishment may take advantage of the prospects by integrating online registration and registration management (Gbadamosi, 2020). The lodge may use such possibilities to enhance its computerized operations for both clients and tourists (Lisna et al., 2018). By interacting with the community, The Little Nell can solve issues or possible risks. On all fronts, hoteliers must be prepared and tenacious. There will be an influx of new serious properties. Consistent administration and donation updates may increase visitors and consumers.


[bookmark: _Toc87692478][bookmark: _Toc88819946]Effective use of digital marketing
The hotel's website should, among other things, manage the mechanics of content and query matching, spidering, indexing, and comprehending non-textual data (Desai, 2019). SEO (search engine optimization) is the most cost-effective approach for advertising a hotel.
Bloggers who help this hotel's internet marketing plan succeed may be discovered on its website.
If used effectively, the following digital marketing methods may be quite beneficial.
· Website and booking engine for the hotel.
· gaining knowledge of current client personal behaviour requirements
· Create a web presence that may be discovered using relevant search terms.
· Improve the overall communication process that avoids any form of business complex. 
· A dedicated social media expert would post advertisement and sales contents on social media platforms.
[bookmark: _Toc87692479][bookmark: _Toc88819947]Conclusion
A well-thought-out, far-reaching marketing idea is necessary for the efficient implementation of a systematic marketing plan for a hotel. Because the hospitality industry is always evolving, the goals we establish today will be outmoded and useless tomorrow. That is why a marketing strategy is critical since it analyses and recommends the best steps for a company to make in the short and long term. An effective social media marketing policy can be adopted to enhance consumer engagement.
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INTRODUCTION

In this presentation, a marketing
plan for the little Neil will be
presented to get them some
idea as to how to generate a
new customer base

The little Neil is located in
Durant Ave, Aspen, USA. This is
one of the low rate 5-star hotels
of Relais and Chateaux hotel
group.
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Marketing plan for creating customer engagement

SOME HAND-PICKED
OFFERS AND DISCOUNTS
CAN INCREASE MORE
CUSTOMER ENGAGEMENT
WITH HOTEL.

THE DEMAND FOR
HOSPITALITY SERVICES IS
RUNNING SLOW IN THIS

PANDAMIC TIME.
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HIGHLIGHTING
THE SPECIAL
COVID SAFETY

PRECAUTIONS

* The hotel should
highlight their COVID
safety rules
precautionsin a large
banner and social
media pages to
create more
customer
engagement.

Social
Distancing

Remain

2 Metres
6 feet
apart

Thank you for keeping
your distance.
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MARKETING PLAN FOR CREATING CUSTOMER ENGAGEMENT

Focusing on the existing customer

After covid, to create more
engagement the hotel can focus
on the regular group of
customers and announce some
exclusive service package for
them. y

There are always some
regular and loyal
people who come to
visit and stay in the
hotel. y

This way the
regular customer
will be more
engaged with the
hotel. y
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MARKETING PLAN FOR CREATING CUSTOMER
ENGAGEMENT

* Moving all booking and maintenance activities online

+» Little Neil already has an online booking system but after COVID, the hotel can shift
all of their formalities and process online before Check-in.

+»» This way guests would feel more comfortable to do book and reserve hotel during
this isolation phase.

- -

.....

0
s









MAR KETING PLAN FOR  C RE A TING C US TOMER 

ENGAGEMENT 

•

Moving all booking and maintenance activities online

v

Little Neil already has an online booking system but after C O VID , the hotel can shift 

all oftheir formalities and process online before C heck-in.

v

This way guests would feel more comfortable to do book and reserve hotel during 

this isolation phase.


image8.emf
MARKETING PLAN FOR CREATING CUSTOMER
ENGAGEMENT

* |n this idle time, people shift their shopping or other activities in social media
* and the little Neil can invest more in social media ads to grab the attention of

mass people into their post-COVID offers and service package
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CONCLUSION

After COVID there will be a rush for
travelling and leisure and hence it is the
hest time for The little Nell hotel to create

engagement of customers by the above-
mentioned marketing strategy.
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Kloot, L., 2021. 7 Customer
Engagement Strategies
Tailored for 2021 - Outbrain.
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